. But from the perspective of social comparison theory (Festinger, 1954) only looking glass by which we can, in some measure, with the eyes of other people, scrutinize the propriety of our conduct" (quoted in Bryson, 1945, p. 161) . Perhaps George Herbert Mead (1934, p. 171) summarized this perspective most succinctly in his remark that the individual only becomes a self "in so far as he can take the attitude of another and act toward himself as others act."
Despite the apparently decisive effects that social comparisons can have on individuals' attitudes and behavior, decision-making research has been generally silent concerning social influences on choices. Both the normative models, such as expected utility theory (e.g., Becker, 1976) , and the descriptive models, such as prospect theory (Kahneman & Tversky, 1979) , consider individual decision makers in splendid isolation from the force-field of influences that surround them. As a recent survey of social network analysis points out: "In the atomistic perspectives typically assumed by economics and psychology, individual actors are depicted as making choices and acting without regard to the behavior of other actors" (Knoke & Kuklinski, 1982, p. 9) .
A good example of scholarly neglect of social influences on behavior occurs in the area of organizational choice. The study of the process by which individuals choose organizations to work for has been dominated by an expectancy theory approach that has spent "two decades worth of research debating the question of multiplicative versus Organizational Choice 4 additive model usage" (Rynes & Lawler, 1983, p. 633 ; for reviews of organizational choice research see : Schwab, Rynes, & Aldag, 1987; Wanous, Keon, & Latack, 1983) . The research described in this paper complements expectancy theory's exclusive focus on the individual decision maker by analyzing how the social context influences peoples' choices of organizations. The research is notable in that it focuses on the freely-chosen behaviors of a cohort of graduating MBAs for whom the organizational choice decision is both ambiguous and crucially important. The focus on actual behavior differs from previous studies that have relied on self-reports for both dependent and independent variables (e.g., Tom, 1971; Vroom, 1966) .
The study builds directly on previous work that raised the question: under what conditions might social cues be expected to produce long-lasting main effects on behavior (Kilduff & Regan, 1988) ? The present research seeks to test the prediction that freely chosen behaviors will be significantly influenced by the opinions and behaviors of peers. In looking at how real decisions about future employment are made, the research tries to answer the question: under what conditions does social information matter?
Social Comparison Theory and Organizational Choice
Although studies of social influences on organizational choice are virtually non-existent we do know that people generally acquire information about job vacancies through their informal networks of friends, family, and acquaintances rather than through official sources such as advertisements or employment offices (Granovetter, 1974;  Organizational Choice 5 Reynolds, 1951; Schwab, 1982; Schwab, Rynes, Aldag, 1987, pp. 135-138) . It would seem likely, therefore, that people rely on these same networks for help in evaluating potential employers.
The present research uses social comparison theory as a framework to study the effects of social networks on the organizational choice process. According to Festinger's (1954) formulation of social comparison theory: 1) human beings learn about themselves by comparing themselves to others; 2) they choose similar others with whom to compare; and 3) social comparisons will have strong effects when no objective non-social basis of comparison is available, and when the opinion is very important to the individual (see Goethals S Darley, 1987 , for a recent review of social comparison research).
Social comparison processes, concerning both academic and social prowess, are intense for MBAs at prestigious schools of business. These students are in transition between their previous careers as engineers, waitpersons, students, etc., and their new careers as executives. They spend two years constructing new identities for themselves through continuous socialization by peers drawing on the culture of the business school (cf. Van Maanen, 1983) . During these two years, many students are relatively isolated from their families and previous social contacts. Further, the ambiguity of the organizational choice decision itself in the absence of any clear-cut scale on which to compare organizations, together with the importance of the decision in terms of future career success, makes organizational choice one more arena in which social comparisons can be expected to operate. The student's second year in the MBA program is dominated by the question: which Organizational Choice 6 organization should I join? The organizational choice decision is the culmination of two years of social and academic training.
For these reasons --the intense socialization pressures, the openness to social influences during identity reconstruction, the nature of the choice decision --we can expect social comparisons to significantly influence choices. As Festinger's theory would predict, the critically important and ambiguous organizational choice decision is likely to trigger the search for social information that will help evaluate the alternatives and reduce uncertainty.
Sources of Social Information
Friends. Much research has focused on social influence processes between friends and acquaintances (e.g., Coleman, Katz, & Menzel, 1966; Festinger, Schachter, & Back, 1950; Krackhardt & Porter, 1985; Newcomb, Koenig, Flacks, & Warwick, 1967) . From a social comparison perspective, friends are readily available as comparison others. People are hypothesized to shape their opinions and decisions through direct discussion with these important members of their social circle.
Structurally equivalent others. A perspective that disputes the relevance of friendship to social comparison has focused on comparisons between people who occupy similar positions in the social network (e.g., Lorrain & White, 1971) . These individuals are competing with each other to maintain and enhance their social positions. They are therefore keen to adopt attitudes and behaviors that they see their rivals using successfully. Those who are structurally equivalent in the network are hypothesized to "put themselves in one another's roles as they form an Organizational Choice 7 opinion" (Burt, 1983, p. 272 (Burt, 1987) . As Knoke and Kuklinski (1982, p. In order to transform objective stimuli into subjective perceptions, Burt uses Stevens' (1957; 1962) law of psychophysics.
Perceived similarity is calculated as a power function of objective similarity. But as Krackhardt (1987a, p. 112) (Krackhardt, 1987a, p. 113 ).
The present research, motivated by Festinger's (1954) emphasis on perceived similarity, pioneers the technique of directly asking people to name those they perceive to be especially similar to themselves.
Compared with the various operationalizations of the structural equivalence concept (e.g., Breiger, Boorman, & Arabie, 1975; Burt, 1976; White & Reitz, 1983 ) the direct measure of similarity is closer to the subjective perception emphasized by social comparison theory.
Controlling for Alternative Explanations
Job choice versus organizational choice. In the organizational choice literature, job choice is typically confounded with organizational choice. As a recent review has pointed out (Schwab, Rynes, & Aldag, 1987, pp. 130-131) : "most researchers have not made any serious attempts to differentiate the two constructs." The result has been that two very different types of choices have been treated as one.
Whereas job choice involves the selection of one type of job rather than another (e.g., product brand management rather than human resources management), organizational choice involves the selection of one organization rather than another (IBM rather than AT&T).
In the present research, the dependent variable was similarity in (Festinger, Schachter, & Back, 1950) ; and b) overlapping personal constructs used to anticipate events (Duck, 1973) . MBA students who choose the same academic concentrations are likely to have increased opportunities for interaction (they take the same classes), and are likely to be trained to use similar cognitive frames for making sense of the business world. people either did not participate in the bidding (7 people) or were excluded because they were foreign exchange students (4 people). Both
Organizational Choice 11 questionnaire and behavioral data were available for a total of 170 people, or 81 per cent of the original sample.
The MBA Bidding Process
Organizational choice in the present study was operationalized as those organizations students tried to interview with over the five month recruiting period. The business school used a computerized bidding system under which each student could spend a total of 1300 points bidding for interviews with the 119 organizations that recruited at the school. In general, those students who made the highest bids for particular interview slots were automatically selected. The bidding data were sensitive to student preferences over a five month period, and the collection of the data was unobtrusive. Thus it was possible to monitor the behavioral preferences of subjects, and to compare, for example, the degree of bidding overlap between pairs of friends compared to pairs of non-friends. (For more details of the bidding system, see Kilduff, 1988) .
Measures Independent Variables
Friendship and perceived similarity. Friendship was measured by asking subjects to look carefully down a list of second-year MBAs and place checks next to the names of people they considered to be personal friends. Subjects were also asked to look carefully down a list of second-year MBAs and place checks next to the names of people they The difference scores were calculated as continuous measures in a
Euclidean social space using the following formula (taken from Knoke & Kuklinski, 1982, p. 61) , where the distance between actors d.. and d.. In order to create a matrix that would show which pairs of individuals had the same majors, a list of seven categories of MBA majors was derived from the academic concentrations claimed on student resumes. The MBA students overwhelming chose two majors: finance (chosen by 56 per cent), and marketing (chosen by 26 per cent). In the few cases where it was impossible to identify an academic concentration from the available evidence, the students were categorized under miscellaneous.
For each student, then, it was possible to allocate a number from 1 to 7 indicating the focus of his or her studies. A majors similarity matrix was then created, of size 170 x 170, with cell entries of one indicating that two individuals had the same major; and cell entries of zero indicating that the two had different majors. This matrix was used to control for similarity in academic concentration in the regression analyses.
Dependent Variable
The dependent variable was similarity in bidding behavior. Each are structurally autocorrelated has been demonstrated by Krackhardt (1988) and will be followed here.
Step 1 Step 3: Calculate beta between matrices of residuals. In the third step, the simple regression coefficient between the two matrices of residuals Y * 1234 and X * 5.1234 was calculated. As Krackhardt (1988) has Organizational Choice 16 pointed out, this coefficient 0 will always be exactly the same as the 5 0 5 in the multiple regression model above.
Step 4: Test significance of beta using QAP. Once the 0 between the two matrices of residuals was calculated, the Quadratic Assignment Procedure (QAP) was used to assess whether or not this 0 was significant. The QAP procedure provided a nonparametric test of whether the two matrices were significantly related. This test was designed to deal with dyadic observations that are systematically interdependent (see Baker & Hubert, 1981; Hubert & Golledge, 1981; Hubert 6, Schultz, 1976; Krackhardt, 1987b) . Krackhardt (1988) has shown that each 0 in the multiple regression can be calculated as the simple regression between the residuals on Y and the residuals on the appropriate X variable. For each 0 thus calculated, the QAP test can assess its significance. This method, then, allows the researcher to conduct a hierarchical multiple regression analysis, introducing each of the independent variables one at a time, and controlling for spurious effects.
Insert Table 1 
Results
There are three main questions which this research tries to answer. The descriptive statistics in Table 2 show that the social networks among the MBAs were quite sparse. The median number of friends chosen was 13, compared to a median of 3 chosen as especially similar, with each student choosing from 169 possible names. Insert Table 2 about here   Table 3 shows that, comparing mean correlations, people's job preferences were over twice as similar (r=.181) as their bidding behavior (r=.076). The base rate for bidding similarity was, then, quite low. In fact, the median bidding correlation between pairs of individuals was only .042.
Insert Table 3 These significant correlations raise two questions. First, were friendship patterns and perceived similarity perceptions significantly correlated with bidding similarity, even controlling for the effects of the control variables? Second, were friendship and perceived similarity different constructs, or were they alternative measures of the same sociometric tie? To answer these questions a hierarchical multiple regression analysis was performed in which it was possible to assess the significance of each variable while controlling for the effects of the other variables.
Insert Table 4 about here
The results in Table 5 Insert Table 5 about here
The first model in Table 5 confirms that those who had either similar job preferences or similar majors tended to bid for the same organizations. The Z scores for preferences (Z=19.119) and majors (Z=11.371) indicate significant relationships between bidding similarity and both similarity of preferences and similarity of majors (p < .0001).
The control variables, then, were good predictors of overlapping patterns of bidding among the MBA cohort, confirming the pattern uncovered by the bivariate analyses. How well did the independent variables do in predicting similarities in bidding beyond what might be expected from a knowledge of similarities in job preferences and majors?
The second model in Table 5 shows that, relative to non-similars, those who perceived each other as similar were significantly more likely to bid for interviews with the same organizations, even controlling for similarities in preferences and majors (Z.8.503, p < .0001). Model 5 shows that friendship (p<.0001) and perceived similarity (p<.0001) remained significant when all three independent variables plus the two control variables were entered into the regression simultaneously (2-tailed test). In other words, friendship and perceived similarity had independent main effects on bidding similarity. This was true despite the fact that friendship choices and choices of similar others were significantly intercorrelated.
Model 5 in Table 5 The present research differs from previous work (e.g., Granovetter, 1974 ) that has found strong effects of social networks on the transmission of job vacancy information in imperfect labor markets. The
MBAs in the present research made choices in a relatively perfect market characterized by full advance information concerning vacancies.
Information concerning the characteristics of recruiting organizations was also widely disseminated by means of special company presentations on campus, and through the Career Services Center. The market appeared to work quite effectively, with about 70 per cent of the students actually obtaining jobs through the school-organized system, receiving an average of three job offers each.
The overlapping patterns of bidding behavior between friends and between similar others in the present study cannot be dismissed, then, as the result of the sharing of scarce information concerning vacancies.
All the evidence points to a market environment overflowing with information. Conversations with the MBAs in the sample suggested that friends (and those who perceived each other as similar) appeared to share, not facts about recruiting organizations, but evaluative criteria on which alternatives could be judged. For example, one group of finance majors decided amongst themselves that investment banking firms should be evaluated primarily on how much "face-time" was demanded, that is, how many hours per week employees had to show their faces in the office.
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In a relatively perfect market, therefore, with an abundance of information, social networks may help to create and validate choice criteria. Previous research has shown that friends do indeed mutually influence evaluative criteria (Duck, 1973) , and the way these criteria are used in organizations (Krackhardt & Kilduff, forthcoming) . The opinions of strangers, however, concerning trivial choices is unlikely to influence behavior (Kilduff & Regan, 1988) . As social comparison theory would predict, only important and ambiguous decisions, such as organizational choice, motivate individuals to seek comparative information from peers.
Most tests of social comparison theory have been laboratory
experiments (e.g., Latane, 1966; Suls & Miller, 1977) . Such research has generally neglected "the larger social context in which the social comparison process operates" (Pettigrew, 1967, p. 248) . A recent survey reported that, "we are just beginning to study how SE [social evaluation] works in the context of real-world social networks" (Gartrell, 1987, p. 61) .
In moving social comparison research from the laboratory to the field, the present research relied on indirect measures of social influences on behavior rather than on systematic observations of influence processes (cf. Pfeffer, Salancik, & Leblebici, 1976) . The existence of social influence was inferred from the significant overlaps in bidding behavior beyond what could be predicted from a knowledge of overlapping job preferences and academic concentrations. Future research could examine the influence process itself through the case Organizational Choice 26 study method (e.g., Abolafia & Kilduff, 1988) , or through a withinpersons longitudinal study of a small group (e.g., Rynes & Lawler, 1983) . Such research could help answer the question: does influence take place through the process of "taking the role of the other" (Mead, 1934) in the absence of any direct contact between individuals? Or is personal interaction necessary in order for one person to influence another?
Organizational choice was selected by Soelberg (1967) as an example of the kind of non-routine decision-making that is so little understood and yet which "forms the basis for allocating billions of dollars worth of resources in our economy every year" (1967, p. 20) . More than twenty years have passed since Soelberg recommended future research on social influences on decision making as the "single most promising direction"
in which the study of organizational choice could be extended (Soelberg, 1967, p. 23) . Despite renewed interest in Soelberg's ideas (e.g., Power & Aldag, 1985) , neither organizational choice research, nor decision making research in general, has moved in the direction he envisaged.
Researchers have neglected the importance of patterns of influence among freely interacting individuals in part because of the absence of appropriate statistical procedures to study such phenomena, and in part because of the dominance of theories (such as expectancy theory) that emphasize individual cognition. The present research shows how state-ofthe-art advances in social network analysis can be used to test hypotheses derived from a theory of interpersonal influence. More importantly, the work presented here suggests that in order to Organizational Choice 27 understand how individuals make complex decisions, it is essential to study their interactions in the social systems to which they belong. 
